




Legal Notice
Copyright Notice

All rights reserved. No part of this publication may be reproduced or transmitted
in any form or by any means, electronic or mechanical unless as used in the
paragraph below. Any unauthorized use, sharing, reproduction, or distribution is
strictly prohibited.

This document may not be re-branded for distribution without prior written consent of 
Blogging Concentrated.

While attempts have been made to verify information provided in this publication, neither 
the author nor the publisher assumes any responsibilities for errors, omissions, or 
contradictory information contained in this document.

The author, publisher and affiliates disclaim any personal loss or liability caused by the 
utilization of any information presented herein. The author is not engaged in rendering any 
legal, accounting or professional advice. The services of a competent professional should be 
us if such assistance is needed.

All product names, logos and trademarks are property of their respective owners who have 
not necessarily endorsed, sponsored or approved this publication.  While the sources 
mentioned herein are assumed to be reliable at the time of this writing, the author, publisher 
and affiliates are not responsible for their activities from time to time. Sources may terminate, 
move, change prices or do other things at their sole discretion.

Sources can only be confirmed reliable at the time of original publication of this manual.  This 
manual is a guide only and as such, should be considered solely for basic information. 



CAMPAIGN
Are you familiar with the term “campaign”? You've likely been doing them some time 
whether you know it or not. I'd like to explain to you my definition of campaign so 
the rest of this book makes sense. 

A campaign is any finite period of time where you're actively marketing something. 

A book launch is a campaign as it begins on a certain day, and for the most part 
major launch operations end on a certain day. 

A sponsored post or series of sponsored posts are a campaign. 

And for a blogger, anytime your focus shifts to a particular topic can be considered a 
campaign. For many that is something as simple as Christmas. 

While it's easy to understand the goals of a book launch, we're going to use the 
holidays as the example in this tutorial. They're a bit more complicated in nature to 
understand, therefore we figure if you understand this any campaign will be easier to 
manage. 

3 Rounds to Mastery

My goal with clients is 3 rounds to Mastery. For something like Christmas, that's 3 
years because you can't really test anything in July. Sounds like a long time, I guess,  
but I think it takes that long to really dominate a campaign.  

I don't want you to think that you're going to be twiddling your thumbs during this 
period because at every point in the year we should be assessing the last campaign, 
working on the new campaign and thinking about the next. 

In the case of the holidays, come November 1st we should be assessing what we just 
did for Halloween, begin what we're doing for Thanksgiving and start thinking about 
what we're going to do for Christmas. 

Come December 1st we should be assessing what we just did for Thanksgiving, be 
deep into Christmas and thinking about what we're doing for January . . . etc. . . 
etc. . . etc. . 

In this manner we're always doing, learning, measuring and growing. 



Operating this way means we'll have built spikes in content views all throughout Year 
1 such as Halloween, then Thanksgiving then Christmas. In Year 2 we should be 
identifying the traffic drivers we need to work on between last year's spikes and 
executing the new plan to grow the spikes. And the same for year 3. 

That way for any given campaign in Year 1 we researched keywords and did our best 
to make great progress, in Year 2 we worked on the things that didn't work in Year 1, 
bolstered what did work and came up with new ideas. And in Year 3 we fill in more 
holes and bolster what worked in the first two. Plus in Year 3 we have the knowledge 
of what traffic is being driven without our direct involvement which means we can 
start expanding. 

So let's get down to brass tacks and see how this works. 



YEAR 1

You're about to embark upon a new campaign. It's not important that you've been 
blogging for 10 years and haven't thought about this before. Today is an excellent 
day to start. And yes, you've got lots of Valentine's Day posts already written. That's 
great, but we don't care yet. 

The holidays just ended and it's time to think about what's next. I know this book is 
called “Assessing Your Holiday Campaign” but it's important to talk about what 
should have gone into your holiday campaign before we start assessing it. Let's learn 
how to do that by looking forward to what's next. 

In this example we're talking January – February. Depending on what your niche is 
there are many things we could focus on. Our main goal is to match our content to 
the mindset of our readers. (AND to the readers we don't have yet, but are going to 
get.  So what could that be for you?  

Here are some January – February campaign ideas:

Food Bloggers Chili Recipes, Crock Pot Recipes, Stews, 
Breads, Football Party Foods, Gourmet Hot Cocoas

Health Bloggers Fitness, Nutrition, Daniel Fast, New Workouts

Sports Bloggers Football Playoffs, Superbowl

Fashion Bloggers Cold Weather Clothes, Scarves, Bags, Shoes

Relationship 
Bloggers

Renewal, 365 Days of Love, Creating Habits

Financial Taxes, Start Fresh, Winterizing, Budgets



Bloggers

Home and 
Family Bloggers

Winterizing, Insulating Home, Home Insurance Renewal, 
Snow Moving Machines

Travel Bloggers Ski Resorts, Beach Getaways, Driving in Snow

Disaster 
Preppers

Winter Preparedness, Shelters, Generators

Beer Bloggers  Lagers, Pretzels & Dip, Warm Drinks, Cheese

Education 
Bloggers

Back to School, Indoor Science Projects, Science of Snow, 
Snowflakes

Pop Culture 
Bloggers

What's Coming?, Superbowl, Oscars Preview

The question is “Where do we want our traffic to come from this time period? What 
subject is on the minds of our readers?”  You just finished this with the holiday 
campaign. Whether you did this formally or not, you still did it.

Once you've figured out what subject is going to draw your readers in for this period 
of time, we've got to determine how we're going to go about this campaign. 
Obviously this doesn't preclude you from writing other things but ideally we want to 
focus on this traffic generation strategy so we have something to count on every 
January. 

In theory this is what you just finished doing for your holiday campaign. Time to look 
forward!

Step 1. Brainstorm. Before you use a keyword tool what are all the things in 
this subject you could write about? Go to Barnes & Nobles and look at all the 
magazines in your niche. What's on the cover? What topics are they covering? Take a 
really good inventory of what's out there as we're going to need this in Year 2.  Don't 
limit yourself to magazines. Look at websites, blogs, best selling books on Amazon. 
Get a really good lay of the land for the topics that are in demand in your niche. 

Step 2. Keyword Research. Take this brainstorm list and start researching 
it. So if you keep seeing Beef Stroganoff, Perfect Abs and/or Superbowl Party Ideas 
keep coming up, let's plug those into BrainstormTools.com (or your keyword research 
tool of choice) and see how people search for these things. We know that the ideas 
we collected are on the minds of our audience, now we need to know how they 
search for them. Make as many lists as you can. The more the better. 

(Just as an example, Superbowl Party Ideas is the topic but to get information about 
that topic people will search for things like:

Best superbowl recipe



best football snacks for kids
Superbowl Party ideas allergies
what to serve on Superbowl Sunday
Super bowl food chicken
football sunday recipes 8 people

We want to figure out ALL the ways our audience searches online.

Step 3. Content Organization. Now's the time to organize all this 
“research”. I like to do a keyword theme map because it's well organized and easy to 
execute. There are a couple calls on this in BC Prime and we do these as a service to 
bloggers all the time.  But the low down and dirty is this: 

A. Make sure the terms you researched, found in magazines, found in keyword 
research are color coordinated or something so you know where you found 
them. . . because we're about to split up, then combine and group them. 

B. Categorize every keyword/concept that you researched.  Try to limit it to 7 
at the most.  So if you're subject is winter foods then perhaps you cull the 
terms into groups of soups, stews, breads, hot drinks and meats, for example? 
Divide the terms up from a mindset perspective. Think about the “related 
posts”. Does someone who is searching for “low carb winter beef stew” in the 
right mindset to read about “hot chocolate”? 

C. I happen to print all the brainstormed words out, cut them up and move 
them around on the dining room table until they're all in logical groups. If you 
want to get a bit more precise, then watch the keyword theme map video in BC 
Prime and learn to use the Keyword Planner in Google Adwords. That will help 
to group them in a manner more conducive to SEO. 



D. After you've got the brainstormed list done, search your site for every piece 
of content you've already written that will fit this campaign. If you've written a 
piece that is already optimized for a term on the list – highlight that term and 
add the link of the existing content. If not, just add the link to the bottom of 
each applicable silo/column. 

Now you've got “Silos” or related content that can easily be linked to and from each 
other. Nice job. 

Step 4. Capacity Assessment. From this list it's time to determine what 
can be produced content-wise during this campaign. Can you possibly write 300 blog 
posts in 15 days? How many can you publish on the home page? How many can you 
backdate?  What posts are you going to resurrect from last year back to the home 
page?How much content can you produce, period?

Layout on the calendar, what, when and where this content will be produced? 
Slideshare? On your blog? YouTube? Republished content? How are we getting the 
goods into the hands of our readers?

This is called assessing your capacity. When we figure this out we can really start 
becoming more efficient to produce more OR spend more time with family. 

Step 5. SEO Execution. With as much attention to SEO as you know possible, 
write this content and post it. It doesn't have to be perfect the first time around but 
the better you can do, the better data we will get.  



Year 2

Great! Since you just completed your holiday campaign, it's time to start assessing 
what happened so we can be ready for next year, Year 2. 

While we did enough research to take “hope” out of the equation, now it's time to put 
“hope” to bed and really figure out what worked and what didn't. 

Now's the time to break out Google Analytics and Google Webmaster Tools. From our 
“plan” we need to start taking notes on the winners, losers and holes in our plan. It's 
time to kick it up a notch for Year 2. The reason we want to do this now, when the 
campaign is fresh in our heads, is because Google Webmaster Tools only carries 90 
days of data. So we need to learn as much as we can before that goes away. 

Step 1. Bring up Google WebmasterTools. Go to Traffic → Search 
Queries, adjust the date range to our campaign timeframe and sort by average 
position. It's time to jot down on our spreadsheet where each of our keywords 
ranked. Were we on page 1 ranked between 1 and 10? Page 2 between 11 and 20? 
Page 95? It doesn't matter where we were ranked in terms of being sad or happy, we 
just need to know. 

If the keyword exists in WebmasterTools or Analytics but is not on our spreadsheet, 
add it to the bottom of the most appropriate silo so that we know we got traffic for it 
but didn't target it. Make it easy on yourself, color code things that worked with 
greens and things that didn't work with reds. That will help focus our action plan, 
too. 

Step 2. Now Sort by Clicks. Let's see what keywords actually brought us 
traffic. Note both in the spreadsheet. Where was the keyword ranked and did it drive 
traffic? If it was ranked on Page 1 of Google but didn't drive traffic, that's important 
too. 

Step 3. Open Google Analytics. Go to Acquisition → Keywords → 
Organic. You're likely to see new keywords here as well that don't show up. These are 
important ones – they drove traffic. 

Step 4. Open Google Analytics and find out what other sources brought 
us traffic. Put links to the traffic sources at the bottom of the appropriate silos. That 
means links to pins, guest posts, posts that linked to us, etc. . . In a related note, 
head over to Pinterest and find out what pins got a ton of repins but didn't drive 
traffic. We'll need to fix those. 



Step 5. Open Google Adsense and affiliate tracking dashboards? What 
pages were the most profitable? What products created the most income?

Step 6. Go to your posts. Which got the most engagement? Likes? Pins? 
Tweets?  Let's make sure we removed all dates from your site so the transition to next 
year's engagement is seamless. 

Step 7. Keyword Research. Start over with your keyword research. Since 
almost every keyword tool is based on the last 90 – 120 days of search, you're going 
to find stuff that never comes up before the time begins. Doing keyword research in 
October for Christmas isn't nearly as helpful as doing it December 26th when the 
keyword tools are flush with data. Let's add what we can to our silos. . . this is 
keyword GOLD!!!

Step 8. Data Analysis. Now we need to come up with some goals for Year 2. 
In general we need to look for the following and create a new plan for our Year 2 
Campaign (in this case, next November). 

A. What pins did people like but didn't drive traffic? We want to make the call 
to action clearer for those pins next year.

B. What keywords were well ranked but didn't drive traffic. We'll need to fix the 
titles and meta descriptions of those. 

C. What posts were on Page 2 of Google? We'll need to write related posts and 
link them to those from this year to move them up. 

D. What parts of the silo got great traffic? We'll want to spend extra time with 
social links driving traffic back to those next year. 

E. Were existing posts linked correctly within the silos? We'll want to fix that to 
give more power to our bigger posts in the silos. 

F. What keywords never showed up for us?  That's opportunity for new content 
next year. 

G. What were our most profitable posts? We'll want to drive traffic to those 
posts next year (unless they were totally 2014 specific). We'll need a plan to 
promote those more heavily next year and look for new winners. 

H. What posts worked the best? Made the most money? Got Pinned the Most?  
We'll want to create a social strategy around these to keep them hot while we 
create new content.

I. Finally what content did we not get to whatsoever? Are there keywords that 



haven't been written that could link to Page 2 keyword pages?  Let's come up 
with the new content plan for our audience next year. 

There's one more thing we need to do for our Year 2 plans. Come November again 
we need to go out and do an inventory of subject lines on magazines, topics in 
magazines and other publications, top pins, etc. . . This is where we bring out the 
research we did in Year 1 planning and compare it to Year 2. By comparison you 
should be able to find the things that are common every year and the trends that are 
changing. 

Both of these should give us ideas for new blog posts, products, videos, etc. . . 

Now while you've started on your Valentine's Day Campaign, you should now have a 
complete plan for your Christmas next November. And if there is way too much 
content than you'll be able to produce, start writing and back-dating now so the 
content is already indexed when you start your campaign promotion next time. 

Year 3 

Now you've got 2 years of data for your campaign. We know what worked in Year 1 
and what everyone liked again in Year 2. Finally we know what has worked from year 
to year. This should be the basis for ebooks and other products going forward. 

(So I don't scare you off, just because I said this is the basis for ebooks and other 
products, doesn't mean you have to write them. You can sell other people's).  

We also know what didn't work despite 2 years of trying. Either we cut bait on this 
content or reformulate a plan. But hopefully by now there is enough awesome to 
focus on we can just jettison the stuff no one seems to care about. 

2 years of data also means we know what our most profitable pages were from year 
to year. That means we can start new campaigns to rank for keywords to drive traffic 
to the money. We can crate graphics to push people to those pages. We can really 
start to ramp up the cash. 

With some steady winners, this means we might be able to start a second campaign 
during the same period next year. If you've done really well with Christmas Cards 
keywords and Christmas Homemade Decorations. . . maybe it's time to add Christmas 
Quotes, Caring for Poinsettias, etc. . . Why not go after new traffic?



APPENDIX

From a year to year look you should be able to see spikes in your analytics for your 
different campaigns. For example I might expect to see Valentine's Day, Mother's Day, 
Father's Day, Back to School, Halloween, Thanksgiving and Christmas spikes in traffic. 
These are the signs that your campaigns are working. 

But they also give you the times of year you need new campaigns. What happens 
between Valentine's Day and Mother's Day? What traffic could we be generating then? 
What about between September 3rd and Halloween?

Each year should be Year 1 for a new campaign, Year 2 for last year's Year 1 and Year 
3 for something. . . until we've got rotating spikes of traffic all year that go with the 
mindset and flow of your audience. 

Very much look forward to talking to your more in depth about this topic. If you have 
questions, feel free to email us at dan@bloggingconcentrated.com 

If you'd like to do this but need consultation along the way, we'd love for you to join 
a mastermind group of hire us to help coach you privately. Feel free to email us. 

mailto:dan@bloggingconcentrated.com

